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The Match-up Theory suggests that endorsers are more effective when there is a 
“fit” between the endorser and the endorsed product. The effectiveness of endorser is 
partly due to the “fit” between the celebrity endorser and the endorsed product.  
Most of the empirical work on the Match-up Theory has focused on the physical 
attractiveness or the expertise of the endorser. Physical attractiveness has been 
traditionally offered as an appropriate match-up factor ; Expertise has also been 
considered relevant for understanding celebrity endorser effects and is examined for 
its role in potentially driving match-up effects. To examine the Match-up Theory, 
this research will use the physical attractiveness and the expertise of the endorser as 
the match-up factors. 
Using the fit between the endorser and the product as a mediator, the purpose of 
this research is to examine the effectiveness of physical attractiveness and expertise 
as relevant match-up factors and the role of endorser/product fit on consumers’ brand 
attitude and purchase intentions. And this paper will examine the role of the 
interactions between the characteristics (Physical attractiveness/Expertise) of an endorser and 
the product type on the consumers’ evaluations. 
Results indicated a general “attractiveness effect” on brand attitude and 
purchase intentions, and an “expertise effect” on brand attitude. The main effects of 
endorser attractiveness on brand attitude and purchase intentions were significant, 
but the effect of endorser expertise on purchase intention was not significant. The 
results suggest that celebrity endorsers’ physical attractiveness may be the better 
factor than expertise. The characteristics (Physical attractiveness/Expertise) of an endorser by 
product type interactions were not significant. However, for the Hedonic product type, an 
attractive endorser was more effective than an unattractive endorser; the 
improvement of physical attractiveness on purchase intention was evident. The 
variable “fit” was shown to play an important role in match-up effects. Therefore, 
the Match-up Theory was partly verified. 
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